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R ecent research in psychology and in consumer
behavior provides some insight regarding how the level of congruity between products and their associated product category schemas affects processing and evaluative judgments (e.g., Cohen and Basu 1987; Fiske 1982; Fiske and Pavelchak 1986; Srull 1981; Sujan 1985) . Two extreme cases have been contrasted-either a complete match between a product and an activated product category schema (i.e., the sort of congruity represented by a "me-too" product) or a complete mismatch between multiple features of a product and an activated category schema (i.e., the level of incongruity that occurs when all of a product's attributes contradict its claimed category membership). Typically, the category schemas examined in such research have been ones that carry strong affect so that the transfer of schema affect can be traced. Findings suggest that evaluations for matches are based on the product category schema affect, whereas for mismatches there is more elaborate processing whereby affect is derived piecemeal by aggregating the affect associated with the product's specific attributes (e.g., Fiske and Pavelchak 1986; Sujan 1985) .
In practice, however, the (in)congruity between a product and its associated product category schema may lie between the extremes of a perfect match or mismatch. New products often claim both attributes congruent and attributes incongruent with a more general product category schema. A recent example is the beverage Slice, which is positioned as a soft drink and has attributes associated with the soft drink schema-such as carbonation, slightly sweet taste, and packaging in cans and plastic bottles. But Slice also has an attribute not included in the soft drink schema; it contains real fruit juice. The more moderate incongruity created by a partial match between a product and a category schema may lead to a different evaluation process than will either a pure match or mismatch. Further, the cognitive activity stimulated by various levels of congruity may have effects beyond those demonstrated by Fiske (1982) and Sujan ( 1985) . Mandler ( 1982) suggests that the very process of responding to (in)congruity may itself produce affect that contributes to product evaluations.
More specifically, Mandler (1982) argues that the affect generated by responding to moderate incongruity will be more favorable than that typically generated by responding to either congruity or extreme incongruity. This outcome is most likely to be manifested when the affect associated with an activated schema or category label and/or the attributes associated with a product are not so extreme or strongly held as to overwhelm the more subtle contribution of the process that occurs when responding to schema incongruity. Thus, it is not surprising that process effects have gone undetected in research using the procedures developed by Fiske.
The current research explores the notion that schema (in)congruity can affect evaluations in the more subtle manner proposed by Mandler. Because Mandler's theorizing has received only limited attention in the consumer research literature (Cohen and Basu 1987), we begin by elaborating his view and then developing a framework in which different levels of incongruity can be operationalized. We then report three studies that use this framework to test Mandler's schema (in)congruity hypothesis and to explore the processes thought to mediate the evaluation effects observed. Mandler (1982) theorized that the process of responding to different levels of schema congruity can itself influence the valence and extremity of affective responses. Incongruity, as the term is used here, refers to the extent that structural correspondence is achieved between the entire configuration of attribute relations associated with an object, such as a product, and the configuration specified by the schema. Thus, "it is the structure of the object and not the presence or absence of certain (congruent/incongruent) features that [establishes (in)congruity and] seems to determine . . . value" (Mandler 1982 , p. 10, bracket data added). Mandler reasons that the heightened arousal and cognitive effort that accompanies increases in incongruity between a schema and an object increases the extremity of evaluation. Whether an evaluation is relatively more favorable or more unfavorable is a function of how readily the processor can satisfactorily resolve the incongruity.
MANDLER'S HYPOTHESIS
Mandler begins with the proposition that schema congruity leads to a favorable response because, other things being equal, people like objects that conform to their expectations and allow predictability. However, schema congruent objects are not very noteworthy and therefore are unlikely to prompt extensive cognitive elaboration. Hence, the positive response that they generate typically is mild rather than extreme.
A different scenario occurs when schema incongruity is encountered. The novelty of the object increases arousal, and greater cognitive elaboration may occur in an effort to resolve the incongruity. Mandler suggests that moderate incongruities are those that can be successfully resolved. For example, suppose a consumer learns of a new product that is labeled as and possesses the general characteristics of a soft drink but also is described as being "all natural," a feature that is at odds with most preservative-laden soft drinks. This incongruity with the soft drink schema would be considered moderate if it could be resolved without prompting a fundamental change in the consumer's existing cognitive structure. Such resolution might be accomplished via assimilation (e.g., "Oh, it's really just another soft drink."), subtyping (e.g., "It's a soft drink, but one that doesn't have the usual preservatives."), or activation of an alternative schema (e.g., "It's not really a soft drink; it's more of a fruit juice."). Moderate incongruities are regarded as "interesting and positively valued" (Mandler 1982, p. 22) , thereby leading to more positive responses than ones elicited by schema congruity. Indeed, the very process of resolving the incongruity is thought to be rewarding and thus may contribute to the resulting positive affect.
By contrast, extreme incongruity is defined as incongruity that cannot be resolved or can be resolved only if fundamental changes are made in the existing cognitive structure (e.g., redefining the basic soft drink schema). Such incongruities may generate cognitive elaboration, but this elaboration may lead more to frustration than resolution. Thus, extreme incongruities typically elicit more negative evaluations than do moderate incongruities.
In summary, Mandler predicts a nonmonotonic relationship between schema (in)congruity and evaluation, such that the process of responding to moderate incongruity leads to more favorable evaluation than does the process of responding to either congruity or extreme incongruity. This notion that some moderate level of unexpectedness or distinctiveness is valued and perhaps even sought has precedence in the psychology literature (e.g., Berlyne 1963; Fiske and Maddi 1961; Snyder and Fromkin 1980). Moreover, in reviewing this theorizing and relating it to models of consumer behavior, Venkatesan (1973, p. 376) concludes that "to maintain the optimal level moderate amounts of novelty will be sought, or even preferred, over nonnovel or extremely novel items."
Although some evidence exists for the belief that moderate incongruity is preferred, Mandler makes it clear that there may be limits to when support for his hypothesis will be evident. When extreme affect is associated with the relevant schema or the incongruity, this affect likely will dominate that which may be obtained as a consequence of the processing and elaboration prompted by different levels of schema congruity (cf. Fiske 1982) . Therefore, we investigate Mandler's hypothesis in the context of new product introductions where the relevant schema affect is not extreme. Specifically, we examine introductions of a new soft drink and a new fruit juice. The soft drink and fruit juice categories are well known and yet, as categories, they do not generate extreme affect (although brands within the category may be loved or hated). We suspect that many categories of frequently purchased package goods (e.g., cereal, paper towels, laundry detergents) evoke similar consumer responses.
OPERATIONALIZING SCHEMA CONGRUITY
Testing Mandler's hypothesis necessitates developing an a priori means of operationalizing congruity levels. Mandler, like Fiske, suggests that congruity is represented by a match between the attributes of an object/product and a relevant schema, whereas incongruity involves some form of mismatch. What is less apparent is how the distinction between moderate and extreme incongruity should be operationalized. Mandler argues that the level of incongruity is determined by the ease with which anomalies can be resolved within the existing cognitive structure. Thus, we turn'to Rosch's work (Rosch 1978; Rosch et al. 1976 ) for some insight regarding cognitive structure in semantic memory. Though Rosch exemplifies such structures using natural objects, as will be discussed later, products and their categories appear to be organized in a similar manner.
According to Rosch, natural object categories are organized in a hierarchical fashion. Superordinate categories are at the highest level. Members of superordinate categories are distinguished from each other on key attributes, but they share few features. To move from a superordinate category to the next lower level category, the so-called basic level, groups having -,a greater portion of shared-within to shared-between category attributes are sought. These categories are called basic because their attributes are thought to provide the greatest discrimination between categories and because they tend to be most frequently used to categorize both natural and social objects (Lingle, Altom, and Medin 1984 The hierarchy of beverage categories depicted in Figure 1 suggests that schema congruity occurs when all the attributes of a product are represented within the activated schema. This situation is expected to result in a mild positive evaluation of the product.
Schema incongruity occurs when the total configuration of a product's attributes is not represented in the activated schema. Individuals presented with such mismatches or incongruity are thought to engage in cognitive elaboration directed at resolving the incongruity. We propose that moderate and extreme incongruities are distinguished by the ease with which an incongruity can be addressed within the activated hierarchical structure. And, as suggested by the work of Collins and Quillian (1969), we assume that individuals sequentially access levels in a hierarchy.
We posit that moderate schema incongruities can be resolved by moving to the next lower level in the hierarchical structure, because this level should be linked directly to the activated schema in the associative network and accessible with only moderate effort. Thus, in Figure 1 , a structural incongruity with the beverage schema (e.g., a beverage description including attributes not represented in the beverage schema, such as preservatives) that could be resolved by activating an alternative schema at the next lower basic level (e.g., soft drink) would be a moderate incongruity. Similarly, a structural incongruity with the soft drink schema (e.g., a soft drink description that includes an attribute not associated with that schema, such as all natural) that could be resolved by activating an alternative schema at the next lower subordi-'See Medin (1982) for a discussion of whether basic categories indeed provide the greatest discrimination between alternatives in a particular level in an object hierarchy. 2Rosch et al. (1976) distinguished hierarchical levels from one another on the basis of the number and types of attributes associated with them. Specifically, more attributes are associated with basic than with superordinate level categories; moving down the hierarchy, a larger number of attributes are added in the shift from the superordinate to the basic level than in the shift from the basic to the subordinate level; whereas attributes that are associated with superordinate level categories are largely general and functional in nature, those added to categories as one moves from the basic to subordinate levels are almost exclusively adjectives.
Using these criteria and the procedures similar to Rosch et al., we conducted pilot studies to identify the hierarchical order of beverages. (This and most other research reported herein was conducted before the national introduction of soft drinks that contain natural fruit juices, such as Slice. The only exceptions were Experiment 3 and the study checking the operationalizations.) It was found that a limited number of attributes were associated with beverages, and these attributes were largely functional and general in nature (e.g., thirst quenching, refreshing, liquid). In comparison, a greater number of more specific attributes were listed for soft drinks and fruit juices (e.g., carbonated and bubbly for soft drinks, nutritious and healthy for fruit juices). Finally, the attributes associated with all natural soft drinks and high preservative fruit juices tended to be the same ones associated with soft drinks and fruit juices, respectively, with the exception that associations implying the specific attributes all natural and high preservative also were mentioned. This pattern of data is consistent with the view that beverages are the superordinate level, soft drinks and fruitjuices are basic level categories, and all natural soft drinks and high preservative fruit juices are subordinate level categories. Moreover, an alternative hierarchy in which all natural beverages and high preservative beverages served as basic level categories and soft drinks and fruit juices served as subordinate level categories was examined and failed to meet Rosch's criteria for these different levels. nate level (e.g., all natural soft drink) also would be a moderate incongruity. Such moderate incongruities are expected to result in more favorable evaluations than are schema congruities. Finally, we propose that extreme schema incongruities are ones that cannot be resolved by invoking an alternative schema at the next lower level in the hierarchy. Instead, they require a more complex strategy. For example, an extreme incongruity might be resolved by moving down multiple levels, but such traversal is made effortful by the absence of a match at the level immediately below the activated schema (i.e., there is no ready associative pathway to traverse; Anderson and Bower 1980). Accordingly, an incongruity with the beverage schema that could not be resolved at a next lower basic level would represent extreme incongruity (e.g., a beverage description that included carbonated, slightly sweet, and all natural would fit neither the soft drink nor the fruit juice basic level category schema). Such an extreme incongruity should produce evaluations that are unfavorable relative to moderate incongruity.
The foregoing proposal rests on the assumption that the degree of an incongruity can be determined by the ease with which it can be resolved in the existing cognitive structure. This implies that our proposed operationalizations of moderate and extreme incongruity will produce differences on indicators of the ease of incongruity resolution. Specifically, moderate incongruities should take less time to process and categorize, induce less focus on the incongruity, and result in more specific categorizations than should extreme incongruities. Support for these predictions was obtained in a small experiment conducted to examine the moderate and extreme incongruity manipulations involving the beverage schema detailed in Experiment 1.
Thus, it appears that incongruity levels can be varied within the product hierarchy as outlined. Further, these operationalizations have the advantage of using a single attribute (in combination with a category label) to create the different levels. Such a strategy has ecological validity in that manufacturers, particularly in package goods categories, often introduce new products that differ from existing alternatives only on one attribute. Of course, this is not intended to imply that ours is the only or the best means of varying incongruity. Other procedures are possible and may be equally effective (e.g., Sujan and Tybout 1988).
HYPOTHESES
Using the operationalizations of the three levels of schema congruity outlined in the preceding section, we sought to test Mandler's prediction of a nonmonotonic relationship between schema congruity and evaluation. First, we examined the following two hypotheses.
H1: Moderate schema incongruity will lead to more favorable product evaluations than will complete congruity between the description and the activated schema.
H2: Moderate schema incongruity will lead to more favorable product evaluations than will extreme schema incongruity.
We also consider several individual difference factors that may qualify these hypotheses. The preceding analysis assumes that people will find incongruity interesting and will be motivated to undertake some cognitive elaboration to resolve it. Such an orientation toward incongruity seems most likely among people who are nondogmatic (Rokeach 1960 ) and who have a high need for cognition (Cacioppo and Petty 1982) . Consistent with this view concerning dogmatism, Shaffer and Hendrick (1974, p. 602) argue that, "The open mind is regulated by a need to know and understand, whereas the closed mind is oriented to defend against anxiety and threat." Likewise, Jacoby (1971) reports that across a variety of product categories, nondogmatics made more innovative selections than did dogmatics. Thus, we speculate that dogmatics simply may ignore or discount incongruent information, whereas nondogmatics will find moderate incongruity interesting and will engage in the cognitive work necessary to take it into account.
Need for cognition has been found to be inversely related to dogmatism (Cacioppo and Petty 1982), and it has been shown to be positively related to recall of incongruent information (Srull, Lichtenstein, and Rothbart 1985) . Thus, we also anticipate that in contrast to people low in need for cognition, those high in need for cognition will be more likely to notice and to spontaneously undertake the cognitive work necessary to account for incongruent information.
H3: The nonmonotonic relationship between
schema (in)congruity and eyaluation defined by Hypothesis 1 and Hypothesis 2 will be more evident for individuals scoring low rather than high on a scale measuring dogmatism.
H4:
The nonmonotonic relationship between schema (in)congruity and evaluation defined by Hypothesis 1 and Hypothesis 2 will be more evident for individuals scoring high rather than low on a scale measuring need for cognition.
Our hypotheses are examined in three experiments. In Experiment 1, the predicted nonmonotonic relationship between schema congruity and evaluation for a new soft drink (Hypotheses 1 and 2) is tested and the moderating impact of individual differences in dogmatism (Hypothesis 3) is explored. In Experiment 2, Experiment 1 is replicated and extended by using measures of recall and thoughts to explore additional hypotheses related to the process underlying the evaluation effects. In Experiment 3, another related product category, fruit juice, is examined, and further insight into the process underlying schema congruity effects is provided by demonstrating that the effects can occur irrespective of the baseline favorableness of the schema ultimately activated to resolve incongruity. Also in Experiment 3 are (1) tests of additional hypotheses regarding the effect of schema (in)congruity on individuals' certainty and response latencies in making evaluative judgments and (2) an investigation of the moderating effect of individuals' need for cognition on the evaluation process (Hypothesis 4).
EXPERIMENT 1

Method
One hundred and two men and women from an upper middle-class suburb of Chicago participated in research involving tasting and evaluating a new beverage. They received $5 each and participated in small groups of five to 10 people.
Premixed research booklets were distributed in such a way that subjects were assigned randomly to one of four product descriptions. Subjects began by reading a beverage description that manipulated two independent variables using procedures adapted from person impression tasks (e.g., Srull et al. 1985) . The first sentence in the description activated an initial schema by informing subjects that the product was either a new beverage (superordinate category) or a soft drink (basic category). To control for the total category information provided, the last sentence of the description was counterbalanced with the first. Thus, subjects initially informed that the product was a beverage were apprised that it was a soft drink, and subjects initially told that the product was a new soft drink were informed it was a beverage. However, the category label specified in the first sentence was anticipated to guide subjects' intial processing. Evidence that initial information guides processing has been reported elsewhere in the literature (nontransitivity; Nisbett and Ross 1980). The remainder of the description contained information about six beverage attributes, five of which were common to all descriptions. Common attributes were ones that 15 pretest subjects indicated were not spontaneously associated with all beverages but were readily linked with the basic level category for soft drinks (nonalcoholic, slightly sweet, best served cold, available at food stores, and carbonated). Further, in a separate pretest, 15 out of 16 subjects labeled a drink that had these attributes as a soft drink. The sixth attribute was varied to alter the structural and descriptive congruence of the product description with the soft drink schema.3 In one condition, this target attribute was "high preservative," whereas in the other condition the target attribute was "all natural." Twenty pretest subjects, who rated these attributes on 10-point scales, indicated that "high preservative" is more descriptive of soft drinks than is "all natural" (Xs = 8.50 versus 2.70; A1,19) = 8.85, p < 0.01). But these two attributes do not differ significantly in their favorableness for soft drinks (Xs = 4.45 versus 5.45; t(1,19) = 1.29, p > 0.20).4 Following is a sample product description.
As part of a study being conducted by a major food products company, you will be asked to read a description and evaluate a new beverage (soft drink). This beverage will soon be introduced in the marketplace. The manufacturer, which markets a diverse line of consumer products enjoying widespread household recognition, has devoted considerable financial resources to 3See Wyer and Gordon 1982 for a discussion of how descriptive and evaluative congruence differ. 4Questions were worded in the following manner: "How likely is it that a product described as being high in preservatives/all natural is a soft drink?" and "How favorable is a soft drink that is described as being high in preservatives/all natural?" Responses were obtained on 10 -point scales anchored as 1 = extremely unlikely/unfavorable and 10 = extremely likely/favorable. In addition, subjects answered these same questions as they pertained to fruit juices. These latter ratings are reported in the method section of Experiment 3. the research and development effort aimed at developing a competitive entry within this product category. This new drink, produced by a company that is active in both the national and international food products market, is specially formulated for those people with a zest for life. The nonalcoholic drink is slightly sweet to the taste and tastes best when served at a cold temperature. It will be available in a variety of convenient food stores. The carbonation and tingle of the drink will perk up anyone's taste buds. Priced at about $.47 per 1 2-ounce serving, this high preservative (all natural ingredients) beverage will stay fresh in your refrigerator. This new soft drink (beverage) is expected to be available in cans and bottles in the fall of 1985.
After reading the product description, subjects completed a series of "Global Outlook Questions" that, in actuality, were Troldahl and Powell's (1965) 20-item version of Rokeach's (1960) dogmatism scale. Next, subjects were administered a set of pretaste measures, then drank a small sample of the beverage (a cola soft drink), and performed posttaste evaluations. The same set of seven-point semantic differential scales was completed at pretaste and posttaste and assessed dimensions of appeal, taste, satisfying, desirability, refreshing, quality, and interest in trial.
Thus, the study employed a 2 (schema activated: beverage, soft drink) X 2 (target attribute: high preservative, all natural) X 2 (dogmatism: dogmatics, nondogmatics) factorial between-subjects design. The first two variables were experimenter controlled and the third was determined by a mean split on subjects' scores on the dogmatism scale.
In this design, the soft drink/high preservative condition represented schema congruity because all the attributes included in the description in this condition were characteristic of the activated schema. Moderate incongruity was operationalized by two conditions, beverage/high preservative and soft drink/all natural. In these conditions, the product description was incongruous with the schema but it could be reconciled by accessing a schema directly below the activated one (e.g., a high preservative beverage could be readily classified at the basic level as a soft drink, and an all natural soft drink could be viewed as a subordinate category of the basic level soft drink; see Figure 1 ). Finally, extreme schema incongruity was represented by the beverage/all natural condition because the incongruity between the description and the activated schema could not be resolved by evoking a single alternative schema at the next lower, basic level, making it difficult to access the subordinate category of all natural soft drink. (The earlier mentioned experiment assessing the operationalizations revealed that, in the extreme incongruity condition, subjects considered the possibility that the product was a soft drink and the possibility that the product was a fruit juice equally viable.)
Results and Discussion
A similar pattern of effects was observed for pretaste and posttaste evaluations in this experiment and in the two that follow. However, the significance of the effects typically was greater following the taste experience despite the beverage's taste being held constant across treatments. In view of the similar pattern for pretaste and posttaste and the need to simplify data presentation across the three experiments, we focus on the posttaste effects, which are statistically stronger. However, the significance level of the pretaste effects is noted, and pretaste data appear in the tables. Because some readers may consider pretaste evaluations a more appropriate test of our hypotheses, we address the relationship between pretaste and posttaste effects in detail in our general discussion.
Separate MANOVAs were performed on the seven evaluation scales measured at pretaste and posttaste, and the data are reported in Table 1 . Analyses revealed three-way interactions on both pretaste (F(7,88) = 2.03, p = 0.06, 2 u1t = 0.02) and posttaste evaluations (F(7,88) = 2.30, p < 0.05, quIt = 0.02).5 Thus, the general two-way interaction of schema activated and target attribute was not significant, but rather was qualified by dogmatism (see Hypothesis 3).
However, a more detailed analysis of posttaste data showed that support for the schema activated by target attribute interaction outlined in Hypotheses 1 and 2 was obtained for nondogmatics (F(7,88) = 10.99, p < 0.01; see Figure 2 ). When the beverage schema was activated, nondogmatics were more favorable when the target attribute was high preservative (moderate incongruity) than when it was all natural (extreme incongruity; F(1,86) = 4.03, p < 0.05). When the soft drink schema was activated, they were more favorable when the target attribute was all natural (moderate incongruity) than when it was high preservative (congruity; F(1,86) = 6.90, p < 0.05). The schema activated by target attribute interaction also was significant for dogmatics (F(7,88) = 4.80, p < 0.05). Although the pattern for this subgroup was opposite that observed for nondogmatics, none of the contrasts reached conventional levels of significance (ps >0.10).
In summary, the results of Experiment 1 show support for our hypotheses but only for nondogmatic in-'No a priori weighting and aggregation of the scale items was necessary because MANOVA performs this function as part of the analysis. However, it was necessary to calculate subjects' dogmatism scores by summing responses to these items. Dogmatism scores ranged from 28 to 75. A mean split at 51 was used to classify individuals as either dogmatics or nondogmatics. The 2 uIt statistic is a multivariate statistic reflecting the variance explained by the significant interaction. It is similar conceptually to w2 for univariate effects. dividuals. Stronger evidence would entail obtaining these effects more generally (i.e., for all individuals) and providing further data for the assumptions that incongruity induces cognitive elaboration and that moderate but not extreme incongruity can be resolved in subjects' existing cognitive structure. To address these issues, subjects' thoughts and recall concerning the product description were collected in Experiment 2. It was anticipated that the schema activated by target attribute interaction observed for nondogmatics in Experiment 1 would be obtained on evaluations for all subjects. This prediction was based on the assumption that the inclusion of cognitive response and recall measures would alter processing and evaluation effects. Specifically, listing cognitive responses and attempting to recall the stimulus material seemed likely to motivate subjects to engage in the cognitive elaboration regarding the task at hand irrespective of their dogmatism. However, the nature of that elaboration still would be expected to vary as a function of schema (in)congruity, implying that the effects predicted in Hypotheses 1 and 2 might hold for all subjects in Experiment 2. Further, if the effect of schema (in)congruity on evaluations is mediated by the extent of elaboration and the success of that elaboration in resolving any incongruity, then the cognitive response and recall measures should offer evidence of such activity.
Specifically, we propose the following hypotheses regarding the underlying process.
H5: If schema incongruity leads to increased
cognitive elaboration relative to schema congruity, then the three conditions in which some level of incongruity exists should exhibit enhanced cognitive performance relative to the schema congruity condition in terms of total number of thoughts, overall recall of the product description, and mention of the target attribute in recall and thoughts.
H6: If moderate but not extreme schema incongruity leads to resolution within the existing cognitive structure, then greater mention of categories that can resolve the incongruity should be made in thoughts and recall measures in the, moderate than in the extreme incongruity condition.
H7: If extreme schema incongruity leads to negative feelings of helplessness and frustration, then a greater proportion of negative *and a smaller proportion of positive thoughts should be observed in this than in other conditions.
EXPERIMENT 2 Method
Subjects were 54 middle-aged managers and their spouses who were attending a continuing education program at a Midwestern university. Participation was motivated by entering subjects in a $50 lottery. The experimental procedure was identical to that in Experiment 1 except for several changes in the dependent measures. Thus, subjects were assigned randomly to read one of the four product descriptions that resulted from crossing the schema initially activated (beverage or soft drink) with the target attribute (high preservative or all natural). The dogmatism scale that had been administered following the product description in Experiment 1 was deleted, and cognitive response and recall measures were added. No time limit was imposed on either task. Subjects completed the same pretaste scales used in Experiment 1, tasted a sample of the beverage, and then repeated their beverage evaluation posttaste.
Results
Evaluations. Pretaste and posttaste evaluations displayed a pattern of effects similar to the ones observed for nondogmatics in Experiment 1. However, in this instance, MANOVA on the seven pretaste scales did not uncover any statistically significant effects (Fs < 1; see Table 1 ). The MANOVA on the seven posttaste scales revealed that the only significant effect was an interaction of the schema activated and the target attribute (F(7,43) = 2.37, p < 0.05, j2ult = 0.09; see Table 1 for cell centroids), and this followed the same pattern as that depicted for nondogmatics in Figure 2 . When the beverage schema was activated, evaluations were more favorable when the target attribute was high preservative than when it was all natural (F( 1,49) = 14.20, p < 0.01), whereas when the soft drink schema was activated, evaluations were more favorable when the target attribute was all natural than when it was high preservative (F(1,49) = 5.47, p < 0.05). Thus, the nonmonotonic relationship between schema (in)congruity and evaluation outlined in Hypotheses 1 and 2 received support at posttaste.
Mediation. Hypotheses 5, 6, and 7 were tested by examining subjects' cognitive responses and recall. Thoughts were classified into five categories: the total number of thoughts generated, the proportion of thoughts that were positive, the proportion of thoughts that were negative, the presence/absence of any mention of the target attribute, and the presence/ absence of any mention of soft drink.6 In coding recall, statements paraphrasing those appearing in the description were considered valid responses, and the number of such statements was summed. The presence/absence of any mention of the target attribute and mention of soft drink in recall also was recorded.
Hypothesis 5, in which we posited that incongruity leads to greater elaboration than does congruity, was tested by examining the total number of thoughts generated, overall recall of the product description, and mention of the target attribute in thoughts and recall (cf. Wood 1982) . A marginal schema activated by target attribute interaction emerged for three of the four measures (overall recall, F(1,43) = 3.70, p = 0.06, w2 = 0.05; target attribute in thoughts, F(1,47) = 3.09, p = 0.09, w2 = 0.04; target attribute in recall F(1,43) = 4.80, p = 0.08, w2 = 0.06). Followup contrasts comparing the three conditions involving some level of schema incongruity (beverage/all natural, beverage/high preservative, and soft drink/ all natural) with the schema congruity condition (soft drink/high preservative) revealed that incongruity led to higher scores on these measures than did congruity (overall recall, t(1,45) = 2.52, p < 0.05; target attribute in thoughts, t(1,45) = 2.89, p < 0.01; target attribute in recall, t(1,45) = 2.59, p < (05. But, contrary to expectations, no significant effect was observed on the fourth measure, total number of thoughts. This latter outcome is consistent with our earlier speculation that administering cognitive response and recall measures would motivate all subjects to engage in significant elaboration. Thus, only the content of elaboration reflected the different processing.
Hypothesis 6 was tested by examining mentions of soft drink for the two conditions in which the beverage schema was activated. We have suggested that the beverage/high preservative condition embodied moderate incongruity because the incongruity represented could be resolved by activating the soft drink schema, the next lower level in the beverage hierarchy, whereas the beverage/all natural condition pre6Focus centered on mentions of soft drink because this was the basic level category that pretests demonstrated resolved the incongruity in the moderate but not the extreme condition. A reading of subjects' thoughts revealed that few mentions of other basic level categories occurred, so no attempt was made to code them. sumably represented extreme incongruity because the incongruity could not be resolved by activating the soft drink (or any other) schema, the next lower hierarchical level. Consistent with this logic, there was a greater tendency to mention soft drink in thoughts and recall in the beverage/high preservative condition than in the beverage/all natural condition (thoughts, F(1,41) = 2.82, p < 0.10; recall, F(1,41) = 2.10, p = 0. 15). However, the effects on these measures are relatively weak. In retrospect, it seems likely that the procedure of ultimately informing all subjects that the product was a soft drink may have compromised the sensitivity of the test of Hypothesis 6.
Finally, we tested Hypothesis 7, which suggests that extreme incongruity results in frustration and, thus, a greater proportion of negative and a smaller proportion of positive thoughts. This hypothesis received no support (ps 2 0.20). The failure to observe any evidence of frustration in thoughts may be due to the absence of such affect or subjects simply may have felt it inappropriate to include such affect in their cognitive responses.
Discussion
To this point, some support has been offered for the hypothesized nonmonotonic relationship between schema (in)congruity and evaluation and the process underlying this relationship. However, at least two questions related to the robustness of this phenomenon remain. First, will this pattern of effects be observed if a product schema other than soft drink is employed? Second, will the enhancing effect of moderate incongruity on evaluation that was observed in Experiments 1 and 2 occur even when resolving the incongruity entails activating an ostensibly unfavorably regarded schema? Mandler implies that the positive affect generated by the process of resolving moderate incongruity may be overwhelmed by other sources of affect, such as extreme affect that may be associated with an activated schema or an incongruent attribute. Applying this logic to beverages, one might argue that resolving moderate incongruity by activating an unfavorable alternative schema, such as high preservative fruit juice (see beverage hierarchy depicted in Figure 1) , might lead to less rather than more favorable evaluations than would schema congruity (e.g., an all natural fruit juice). Yet this reasoning rests on the assumption that the high preservative fruit juice schema is extremely and reliably negative.
Although limits to the advantage of moderate incongruity undoubtedly exist, there are at least two reasons to suspect that features of the new product evaluation context may make the advantage of moderate incongruity more generalizable than one would expect intuitively. First, many product features and, in turn, schemas that may be integrally related to them (e.g., high preservative/fruit juice) can be interpreted in either a favorable or unfavorable manner depending on consumers' motivations (see studies demonstrating affect priming effects; Hamilton and Zanna 1974 and Higgins, Rholes, and Jones 1977). Second, consumers are likely to expect manufacturers who introduce new products to offer advantages (rather than disadvantages) over existing alternatives. Thus, consumers may be predisposed to interpret new product features positively. On the basis of these observations, we reason that consumers' expectancies combined with the positive affect produced by resolving incongruity are likely to prime or encourage favorable interpretation of new products that are moderately incongruent with a product category to the extent that such interpretations are plausible. The implication is that under these conditions, consumers might view a high preservative fruit juice as offering the benefit of long shelf life and evaluate it more favorably than a new product offering all natural fruit juice, which is schema congruent and thus offers no point of difference. This prediction regarding the robustness of Hypothesis 1 is examined in Experiment 3.
Fruit juice, a beverage schema different from that used in Experiments 1 and 2, was chosen for Experiment 3 to obtain additional evidence for the nonmonotonic nature of the relationship between schema congruity and evaluation. In Experiments 1 and 2, evidence for the nonmonotonic relationship was necessarily across attributes. More compelling evidence for this relationship would be obtained by building upon the previous analysis to demonstrate such nonmonotonicity for a single attribute, all natural, across the three levels of congruity. Also in Experiment 3 is a further examination of schema (in)congruity and its effects on two new measures, certainty and accessibility of evaluations. Research by Fazio and his colleagues (Fazio et al. 1982; Powell and Fazio 1984) suggests that elaborative thought allows judgments to be made with greater certainty, and because accessibility appears to be positively related to the amount of processing items receive (Wyler and Carlston 1979), these judgments are more rapidly retrieved from memory. Thus, on the basis of our assumption that incongruity increases elaboration, two additional hypotheses are advanced.
H8: Moderate schema incongruity will lead to greater certainty about evaluations than will schema congruity.
H9: Moderate schema incongruity will lead to faster response in retrieving evaluations than will schema congruity.
Finally, in Experiment 3, we examine how individuals' need for cognition may affect the relationship between schema (in)congruity and evaluation. Even when all individuals attempt to resolve schema incongruities (as appeared to occur in Experiment 2), the desire to cogitate may moderate the enjoyment derived from this process and, thus, may influence the extent to which Hypotheses 1 and 2 hold (see Hypothesis 4 for a formal statement of this hypothesis).
EXPERIMENT 3 Method
Seventy-five male graduate students served as subjects and were tested individually. Their cooperation was motivated by a chance to participate in a lottery for two prizes valued at $100 each.
The product description employed in the previous studies was modified so that one of two basic level category schemas in the beverage hierarchy was activated: soft drink or fruit juice. Fruit juice was chosen because it represented a category schema at the same level in the beverage hierarchy as soft drinks, but one -for which schema incongruity as a function of the target attributes was reversed. When the soft drink schema was activated, the high preservative attribute represented schema congruity and the all natural attribute represented moderate schema incongruity, whereas pretesting revealed that when the fruit juice schema was activated, the all natural attribute represented schema congruity and the high preservative attribute represented moderate schema incongruity (likelihood of being a fruit juice Xs = 8.00 versus 4.50; t(l,19) = 4.32, p < 0.01; see Footnote 4). Further, and in contrast to soft drinks, the ratings for the two attributes differed significantly in their favorableness for a fruit juice. A high preservative fruit juice was evaluated significantly more negatively than an all natural fruit juice (Xs = 2.30 versus 8.55; t(l,19) = 7.97,p < 0.01).
This difference in attribute favorableness allows examination of whether, in the new product introduction context, subjects develop a favorable interpretation for a moderately incongruous product that otherwise would be viewed unfavorably. For example, will they reason that -a high preservative fruit juice offers the benefit of a long shelf life? This interpretation would perhaps be encouraged by the claim that the drink will "stay fresh in your refrigerator." If such an interpretation were generated, then this moderately incongruous treatment might once again result in more favorable evaluation than would schema congruity (i.e., all natural fruit juice). Other than the change in the schema activated, the product description remained the same as in previous experiments.7 Procedure A Zenith 150 microcomputer terminal was used to present all stimulus materials and to record subjects' responses. Response times to all dependent measures were assessed to the nearest second. Subjects were assigned randomly to a treatment condition by the computer, and they proceeded through all tasks at their own pace.
As in previous studies, subjects read a product description that activated one of two schemas (soft drink or fruit juice) and contained one of the two target attributes (high preservative or all natural). After reading this description, subjects completed the "Need for Cognition" scale (Cacioppo and Petty 1982). They then responded to pretaste evaluation measures on the same scales used in the previous studies, tasted a sample of the beverage, and completed posttaste evaluation scales. In addition, subjects' certainty with regard to each evaluation item was assessed on seven-point scales (1 = not at all certain, 7 = completely certain). The beverage object tasted in this study was a carbonated drink that contained the juice and pulp of real oranges. Thus, the product tasted could be viewed by subjects as compatible with whichever schema (soft drink or fruit juice) was evoked in their product description.
Once again, theorizing regarding the effects of schema (in)congruity led to the prediction of a schema activated by target attribute interaction. In this interaction, two contrasts were of particular interest. First, comparison of the fruit juice/high preservative (moderate incongruity) and the fruit juice/all natural (congruity) conditions allowed examination of the generality of Hypothesis 1 to a new and ostensibly unfavorable alternative schema (fruit juice/high preservative). Second, comparison of the soft drink/ all natural (moderate incongruity) and the fruit juice/ all natural (congruity) conditions provides additional testing of the nonmonotonic nature of schema congruity effects on evaluation. In Experiments 1 and 2, the all natural attribute yielded more favorable evaluations when it was moderately rather than extremely incongruent with the activated schema. Thus, if the all natural attribute also could be shown to result in more favorable evaluations when it was moderately incongruent rather than congruent with the activated schema, further evidence of nonmonotonicity would be offered.
7Pretesting had shown that, in the absence of any category label, the five constant attributes (nonalcoholic, slightly sweet, best served cold, available in food stores, and carbonated) led subjects to rate the product as more likely to be a soft drink than a fruit juice (Xs = 4.88 versus 4.13 on seven-point scales). However, the observation that these ratings were near the midpoint of the scales and the difference between them was nonsignificant suggests that the labeling of a beverage described in this manner as a fruit juice was reasonable. The thought stimulated by moderate incongruity was anticipated to lead to more certain evaluations and evaluations that could be more readily retrieved when responding to evaluation scales (Hypothesis 8 and Hypothesis 9). The effects also were expected to be moderated by subjects' need for cognition. Stronger effects were predicted for subjects having a high need for cognition (Hypothesis 4).
Results and Discussion
The effects of the need for cognition measure were explored both by including it as a factor in the design and testing it as a covariate. This variable yielded no significant effects, perhaps due to the relative homogeneity of the graduate student sample on this dimension (X = 234.61, sd = 22.84). As a result, need for cognition is not discussed further, but it should be explored in future research employing more heterogeneous subject populations.
Analyses on the basic 2 X 2 design (schema activated by target attribute) employing MANOVA revealed a skewness in the data. As a result, despite significant univariate Fs for the interaction term on nearly all pretaste and posttaste measures, the multivariate F for posttaste was only marginally significant (p = 0.15). Under these conditions, analysis of a summed scale is recommended because it is less sensitive to skewness in data. Accordingly, the sets of seven evaluation and certainty items measured at pretaste and posttaste were summed, and analysis proceeded on the four scales thus created. These scales were reliable (evaluation and certainty at pretaste a = 0.95 and 0.94 and at posttaste a = 0.80 and 0.79).
The means for the evaluation and certainty measures appear in Table 2 F(1,7 1) = 4.33, p < 0.05) . This finding occurred despite t.he negative affect ostensibly associated with fruit juice/high preservative.
Comparison of the two all natural treatments allowed further examination of the robustness of Hypothesis 1. As expected, evaluations were more favorable when activation of the soft drink schema resulted in moderate incongruity than when activation of the fruit juice schema produced schema congruity (F( 1,71) -7. 1O, p < 0.01). Further, when this finding is combined with the results of the two previous experiments, there is evidence for the nonmonotonic effect of schema (in)congruity on evaluations even when the target attribute is held constant. Such an outcome reduces the plausibility of any rival explanaltion that is based on attribute differences.
To test The observation that, relative to schema congruity, moderate schema incongruity is associated with greater certainty about and accessibility of evaluations is noteworthy. As Fazio et al. (1982) have claimed, evaluations that are held with greater certainty and that are more accessible are more reliable predictors of overt behavior. Further, that certainty and RT-EVAL effects are evident at posttaste but not pretaste implies that these effects may reflect retrieval rather than encoding processes.
GENERAL DISCUSSION
The three experiments provide support for Mandler's (1982) view that the process of responding to levels of schema congruity influences evaluations, and that moderate schema incongruity enhances evaluations. Moderate schema incongruity led to more favorable evaluations than either schema congruity (soft drink schema, all experiments; fruit juice schema, Experiment 3) or extreme schema incongruity (beverage schema, Experiments 1 and 2). Further, the data are consistent with our contention that, though moderate schema incongruity might be operationalized in other ways, one way is to view it as incongruity that is resolvable by activating an alternative schema at the next lower level in the product hierarchy. Both incongruity at a superordinate category schema that could be resolved at the next lower, basic level and incongruity at a basic level schema that could be resolved at the next lower, subordinate level operated in the manner expected for moderate incongruity. And, in the new product context examined, this operationalization of moderate schema incongruity produced favorable evaluations even when the alternative schema activated was itself evaluated unfavorably (high preservative/fruit juice schema, Experiment 3).
One finding that may puzzle or disturb some readers is that evaluation effects were found to be stronger for posttaste than for pretaste measures. Some may feel that pretaste measures offer a purer test of the effects, as they rule out the possibility that evaluations were contaminated by subjects' having tasted the product and that this may somehow have produced the outcomes observed. For example, one might posit that the treatment differences obtained at posttaste occurred because in some cases the product that subjects tasted confirmed their expectations about the product's category and benefits (e.g., the soft drink/ all natural condition), whereas, in other cases, expectations were disconfirmed (e.g., the fruit juice/all natural condition because the product sampled may 8In the analysis of the reaction time measures, the summed reaction time to the need for cognition items was used as a covariate. This was done to control for individual differences in skill with the computer keyboard, which varied considerably (X= 309.79, sd = 104.93 on summed reaction time to the need for cognition measures). Before using this variable as a covariate, it was examined as a dependent variable, and no significant effects on it were observed. The reaction time to the need for cognition items was a significant covariate in the analysis of posttaste RT-EVAL. have been viewed as more of a soft drink than a fruit juice). Though plausible at first glance, inspection of the data casts doubt on this explanation. If this process were operating, the pattern of effects on subjects' pretaste evaluations should reflect their expectancies against which the sampled product is compared. And if these expectancies sometimes were disconfirmed at trial, the pattern of pretaste evaluations should be opposite that observed at posttaste. To the contrary, the pattern of evaluations at pretaste mimicked that at posttaste, and these pretaste effects were of marginal significance or better in two of the three experiments. Thus, this alternative explanation does not seem to account for the data.
What then might account for the observation that pretaste evaluation effects follow the same pattern as posttaste effects, but the latter effects are stronger even though all subjects tasted the very same product? A possible explanation for this phenomenon, and one that has some precedence, is that hypothesis testing may have occurred. In a new product taste test quite similar to the ones reported here, Scott and Yalch (1978, p. 180) found that the effects of their manipulations on product ratings did not appear "until subjects gathered more information about the object (i.e., tasted it)." Darley and Gross (1983) also provide evidence that individuals often are reluctant to express hypotheses that they develop on the basis of ambiguous experimental stimuli prior to having an opportunity to test them through direct experience. Thus, it seems likely that subjects in our study who at the outset expected to taste the product, initially formulated tentative hypotheses about the product that they then tested in a biased, confirmatory manner (Bettman, John, and Scott 1986), thereby interpreting the ambiguous taste experience as supportive of these hypotheses (Crocker 1981; Scott and Yalch 1978) . Some support for this notion was obtained on pretaste and posttaste certainty scales. Subjects were more confident of and willing to express their views after having confirmed. them by experiencing the product. Prior to tasting the product, subjects were generally uncertain and certainty ratings exhibited no treatment differences; after tasting, their certainty ratings were higher and followed the pattern expected on the basis of different degrees of cognitive activity.
At the same time, caution is urged in generalizing these findings. In our studies, the product taste experience was relatively neutral/ambiguous, allowing it to be interpreted in a confirmatory fashion across all treatments. It may be that if experience is clearly at odds with expectancies, affect may be guided more by the magnitude of the contrast or disconfirmation rather than by initial hypotheses. Moreover, subjects initially were told that they would taste the product, and thus they may have hesitated to express their views strongly prior to obtaining experiential data. In instances where no taste expectancy exists, pretaste effects may be stronger (e.g., Lehtisalo 1985) . Hence, further research exploring the relationship between pretaste and posttaste evaluations is warranted.
Several findings provide some insight regarding the process thought to underlie the nonmonotonic effect of schema incongruity on evaluation. As proposed by Mandler (1982) , schema incongruity is associated with increased cognitive elaboration, as evidenced by increased performance on recall and thoughts in Experiment 2. However, increased cognitive activity is not sufficient to account for schema (in)congruity effects on evaluation. As findings observed on recall and thoughts also suggest, evaluation is enhanced only when increased thought leads to resolution of the incongruity. Such resolution appears to occur for moderate but not extreme schema incongruity. Further, relative to schema congruity, the increased cognitive activity stimulated by moderate schema incongruity also led to evaluations that were made with greater certainty, and these evaluations could be more rapidly accessed from memory (Experiment 3). This implies that evaluations made under moderate incongruity may be better predictors of overt behavior than evaluations made under schema congruity (Fazio et al. 1982) . Additional insight into the process can be obtained by continuing to explore thoughts and recall effects in future studies.
It is noteworthy that, in the new product context examined, the advantage of moderate schema incongruity is robust across the presumably favorable and unfavorable alternative schemas evoked in response to both favorable and unfavorable target attributes. We suggest that this outcome arose because both the context and the positive affect presumably generated as a consequence of resolving the moderate incongruity primed subjects to access or devel6op positive associations concerning a schema that would otherwise have been evaluated unfavorably. Results similar to the ones reported here also were obtained in three experiments conducted by Lehtisalo (1985) . She used our general procedure but varied price to create the different levels of schema congruity. Lehtisalo reports that moderate schema incongruity, created by either an unusually high or an unusually low price for a product category, led to more favorable evaluation than schema congruity or extreme schema incongruity. Apparently, subjects were able to make favorable interpretations of either price (high price = high quality, low price = good value) when moderate incongruity and the new product context motivated them to do so. However, it seems likely that despite any motivation to activate positive associations to moderate incongruity that may occur, no such associations may be accessible for certain extremely negative schemas (e.g., a carcinogenic fruit juice). And in other situations, favorable affect generated by the process of re-sponding to moderate incongruity may only temper an even stronger affect associated with the category (cf. Fiske 1982) . Such limits to the advantage of moderate incongruity should be explored in future research.
Finally, the findings reported in the current studies may be qualified by other variables of interest to consumer researchers. Alba and Hutchinson (1987) and Sujan and Dekleva (1987) both suggest that relative to novices, experts may possess different and more differentiated category structures. This implies that novices and experts may respond differently to incongruity because what is a moderate incongruity for novices may be relatively congruent for experts either because of differences in the way experts organize knowledge or because experts may have greater facility in accessing more distal hierarchical categories that may facilitate resolution of incongruity. Thus, the extent to which our results generalize to novices and experts, children and adults, and nonloyal versus brand loyal consumers is in need of investigation.
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